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H ollywood hope: Hollywood, which took a pounding in 
1991 from consumer media that were eager to put it at 
death’s door, received a message of hope at the boxoffice 
this holiday season that should put it in good spirits as 1992 
dawns. 

Hollywood’s failures and excesses were kept under the 
media’s microscope throughout the year gone by as efforts 
were made to paint the film industry as one more victim of 
the recession. Where many of those who sought to analyze 
Hollywood went wrong was failing to realize that, by and 
large, the year’s disappointing business was being done by 
the year’s disappointing films. 

The public did not stop going to the movies in 1991. 
What it did do was stop going to movies that seemed to 
offer so little that people could not justify the high cost of 
seeing them at a time when money is tight. Ironically, it was 
thanks to the very same newspapers, magazines and televi- 
sion shows that were burying Hollywood that the public was 
able to determine which films were worth seeing. More than 
ever before, moviegoers have access to a wide range of in- 
formation about new films that enables them to make deci- 
sions as smart consumers. 

Those who saw the failure at the boxoffice of certain films as a 
sign that people were unwilling or unable to spend on movie tick- 
ets missed the point. What they should have seen was the success 
movies were enjoying that did deliver the entertainment value 
audiences were demanding for their money. 

It’s true that last summer was a roller coaster at the box- 
office and that things didn’t fall into place last fall, but the 
holiday season made some major inroads in reversing that 
downward trend. For the first time in many months, Holly- 
wood started offering the public films that people really 
wanted to see. Mostly, there were success stories from mid- 
November through New Year’s, a period when only a hand- 
ful of holiday releases went directly down the drain. 

The success of adult-appeal holiday product — like Co- 
lumbia’s “The Prince of Tides,” last weekend’s top-grossing 
adult film and the wide release with the highest per-screen 
average in the marketplace; TriStar’s “Bugsy,” which 
topped the list of Golden Globe nominations with eight and on 
the strength of that plus a best picture victory with the Los An- 
geles Film Critics is an Oscar frontrunner, Warner Bros.’ contro- 
versial “JFK,” which received four Golden Globe nominations 
and stirred up editorial passions more than any other film in re- 
cent history; and Buena Vista/Touchstone’s “Father of the Bri- 
de,” a PG-rated comedy targeted to family audiences — sug- 
gests there will be stronger January holdover business than 
seemed likely a month or two ago. 

At the same time, the pre-New Year’s platform releases 
of Universal’s “Fried Green Tomatoes,” which did ripe 
business at five screens and had outstanding exit poll scores 
with 95% in the top two boxes (excellent and very good) 
and 90% definite recommend; and 20th Century Fox’s 
“Grand Canyon,” which arrived at two screens to grand 
business and reviews, could translate into boxoffice health 
when they go wide this month. 

It appears 1991 was a flat year for the film business vs. 
1990. But given the state of America’s economy, it’s hard to 
think of another business sector that wouldn’t be happy to 
have gotten through 1991 as well as Hollywood did. 


